The purpose of this research was to examine a comprehensive model of revisiting intention of festival. More specifically, the research tested a model linking festival authenticity to festival quality, satisfaction, to a given festival. Using convenience sampling method, empirical data was collected at the Kaohsiung 's Lantern Festival in Kaohsiung. A sample of 301 domestic tourists who attended the festival was surveyed. Applying structural equation modeling, the findings showed that perceived quality was found to have the direct effect on perceived satisfaction. Satisfaction had the direct effect on revisiting Intention.
INTRODUCTION
Festivals are an essential feature of cultural tourism (Chang, 2006 and Getz, 2008) . In fact, they have become an important part of a destination's portfolio of tourism products (Getz, 2008) . Festivals, as one of the fastest growing types of events, have increased with regard to number, diversity and popularity since the 1980s (Getz, 2008 , Gursoy et al., 2006 and Yang et al., 2011 . A festival is defined as "the celebration of a specific theme to which the public is invited for a limited period of time. This celebration can be held annually or less frequently, and includes single events" (Grappi & Montanari, 2011 , p. 1129 ).
Festivals are recognized as an effective strategy for host destinations to gain several potential economic, social and cultural benefits (Grappi & Montanari, 2011) . They can be seen as a strategy to achieve economic development, a way to create positive image, a stimulator of tourism demand, an expander of tourist seasons, a means to enhance the life and pride of local people, and a way to reinforce social cohesion within the communities (Getz, 2008 , Grappi and Montanari, 2011 , Lee, 2014 , Lee et al., 2007 ,Saleh and Ryan, 1993 and Weber and Ali-Knight, 2012 .In recent years, the celebration activities of various folk-custom festivals have been getting more and more attention from the citizens in Taiwan. Festivities throughout the whole island are traditionally accompanied by loud and brightly colored firework displays. Among these activities, the firework displays during Taiwan's Lantern Festival in Kaohsiung harbor is one of the largest festivals in Taiwan each year.
One of the main ways to achieve success is to build revisiting intention in attendees (Lee, 2014 and Yang et al., 2011 . Indeed, customer loyalty is widely recognized as a major element of business success. Various researchers had contributed to develop predictors of attendee revisiting intention in the festival literature. For instance, researchers had explored the effects of festival authenticity (e.g. Castéran and Roederer, 2013 and Shen, 2014), festival quality (e.g. Wong et al., 2014 and Wu et al., 2014) , festival value (e.g. Lee et al., 2007 and Yang et al., 2011) , and satisfaction with festival (e.g. Grappi and Montanari, 2011, Lee, 2014 and Mason and Paggiaro, 2012) on revisiting intention to festival. In addition, it is widely accepted that trust leads to revisiting intention (Lee and Back, 2008 and Wang et al., 2014) . Therefore, in order to better understand which factors may lead to attendee revisiting intention, the current research proposed a comprehensive model to test the effects of festival quality, satisfaction and revisiting intention to a given festival. Furthermore, the research examined the relationships among the predictors. The findings provide information for widening the festival literature.
LITERATURE REVIEW

Festival Quality
Perceived quality refers to superiority or excellence of a product or service as perceived by consumers (Lee et al., 2007, Rigatti-Luchini and Mason, (2010) , Song et al., 2014 and Wu et al., 2014) . In other words, quality indicates the performance of a product or service Yoon et al., 2010) . Crompton and Love (1995) who proposed the first conceptualization to measure festival quality, pointed out that five types of relationships had been used to evaluate quality in tourism, which are as follows: attribute expectations, attribute expectations and importance, attribute performance and importance, attribute performance and expectations, and attribute performance, expectations and importance. They also argued that there are two types of quality: performance (opportunity) and experience. Akhoondnejad (2016) performance quality can be defined as the quality of attributes of a service, which are under the control of the supplier. In contrast to performance quality, experience quality involves both the attributes provided by a supplier and the attributes brought to the opportunity by a visitor. Akhoondnejad (2016) in the case of festivals, attendees first evaluate the performance quality. Based on the results of this evaluation, the attendees then perceive the experience quality (Cole and Illum 2006) . "A festival's performance quality refers to the characteristics of products (including the event design and programmed entertainment, activity, and performance) and services (for example, catering, facilities, merchandising) that are provided at the festival" (Savinovic, Kim, & Long, 2012, p. 684). Festivals' attributes are the key components in evaluating festivals by attendees. Quality is an important element providing successful tourist experience. Indeed, one of the key strategies for the survival and success of any business is to deliver superior quality to customers (Song et al., 2014 . Improving the quality leads to increased visitations and revenues (Yuan & Jang, 2008) . Quality is also recognized as an underpinning element of competitive advantage Wu et al., 2014) . Consequently, festivals have to deliver high quality to their attendees to succeed (Lee, 2014 and Saleh and Ryan, 1993).
Satisfaction with Festival
Satisfaction refers to a consumer's overall evaluation of his/her consumption experience (Kim et al., 2011, Lee and Back, 2008 and Mason and Paggiaro, 2012).Within the customer behavior framework, Hunt (1977) broadly defines consumer satisfaction as a qualitative appraisal of the product experience against what it was supposed to be. Within the discipline of tourism, satisfaction has been defined as an outcome of the tourist' experience in a destination compared against their expectations about the visit (Pizam, Neumann, & Reichel, 1978) . Chon (1989) proposes it as a goodness-of-fit function between tourists' expectations about a destination and the perceived evaluation of the visiting experience. According to the United Nations World Tourism Organization [UNWTO] (1985), customer satisfaction is a psychological concept based on a pleasurable feeling of well-being which arrises when one's expectations about a destination interact with the experience at the destination area.
Revisiting Intention of Festival
Revisiting Intention is defined as "deeply held commitment to rebuy or revisit a preferred product,place, service consistently in the future, despite situational influences and marketing efforts having the potential to cause switching behavior" (Lee & Back,2008, p. 338). According to Yang et al. (2011) , tourists frequently develop an attitude toward a product, place or service, which is based on the evaluations of prior experiences. Based on the attitude, the tourists decide to stay with or leave the product, place or service. Tourist revisiting intentions have favorable behavioral intentions. Behavioral intentions refer to intentions of an individual to perform a particular behavior in the future 
Hypotheses
There is much empirical research exploring the role of quality in the festival literature. For instance, Baker and Crompton (2000) found that performance quality was a significant determinant of attendee satisfaction and behavioral intentions. Cole and Illum (2006) deduced that performance quality influenced experience quality, which in turn resulted in attendee satisfaction and behavioral intentions. Lee, Petrick, and Crompton (2007) found the significant relationship between festival quality and behavioral intentions. Yuan and Jang (2008) concluded that festival quality significantly predicted satisfaction with festival. Rigatti-Luchini and Mason (2010) found that experiential quality affected 
Data Collection Procedure
This research was carried out in Kaohsiung city, Taiwan. The data was collected at the taiwan lantern festival during the early spring of 2016. Domestic tourists who attended the 2016 Kaohsiung lantern festival and were leaving the festival were asked to take part in the survey under the guidance of the researcher. The distribution of the questionnaires was conducted during the late mornings and early evenings at two of three entry and exit points of the Taoyuan station. Since the population of tourists was unknown, convenience sampling method was used. 350 questionnaires were distributed to the tourists. Among the questionnaires obtained from the 334 respondents, 33 ones were incomplete and thereby were eliminated. Finally, 301 questionnaires were usable, resulting in 86% effective response rate.
Measurement Instrument
A self-administered questionnaire was used to collect empirical data for this research. Based on a comprehensive review of the literature, items for measuring the constructs were extracted and the questionnaire was developed. The questionnaire consisted of two parts. The first part had the questions relating to the demographic characteristics of respondents. The second part had the questions for measuring the items. In the second part, respondents were asked to rate the significance of the items on a five-point Likert scale (1 = completely disagree, 5 = completely agree). 
Reliability and Validity of Measurement Scales
Reliability and validity of the measurement scales were assessed using Cronbach's alpha coefficient and confirmatory factor analysis (CFA), respectively. Reliability is supported if Cronbach's alpha value is 0.7 or above. Validity of the scales was assessed through convergent and discriminant validities. Convergent validity is supported if t-values are more than |1.96| at the alpha = 0.05 level, standardized factor loadings are above 0.5, and fit indices of measurement model are as follows: χ²/df between 1 and 3, RMSEA <0.08, NFI >0.90, NNFI >0.90, CFI >0.90, IFI >0.90, GFI >0.90, AGFI >0.90 and PGFI >0.50. Discriminant validity is supported if chi-square difference between unconstrained and constrained model for all pairs are significant (Vieira, 2011) . Table 1 , the Cronbach's alpha values exceeded the threshold of 0.7, suggesting that the scales had high reliability. Most of the fit indices were within the recommended thresholds, indicating an acceptable fit. T-value and standardized factor loading of all items exceeded the thresholds, supporting the convergent validity. Furthermore, correlations among the constructs were lower than 0.7, a signal of measure distinctness. A number of CFA models was performed for each pair of the constructs. The results showed that the chi-square differences were significant, supporting the discriminant validity. Thus, reliability and validity of the scales were supported. 
As shown in
RESULTS
Hypotheses Testing
Path analysis using LISREL 8.8 was conducted to test the hypotheses. The overall fit of the structural model was examined before the assessment of the hypothesized relationships. As shown inTable3, the fit indices indicated that the model was a good fit to the data. In order to support the relationships, the respective t-values must be greater than |1.96| at the alpha=0.05 level (Vieira, 2011 
DISCUSSION AND CONCLUSION
Since attendee revisiting intention is needed for festivals' success, it is vital to know which factors may influence it. Understanding the predictors of attendee revisiting intention provides information for festival managers to prioritize their tasks and organize their festivals so that the festivals can better build revisiting intention in attendees. Therefore, this research proposed a comprehensive model of attendee revisiting intention at a local festival. More specifically, the research tested the effects of festival quality, satisfaction and revisiting intention to a given festival. The research also tested the relationships among the predictors. Applying structural equation modeling (SEM), the model was empirically tested on a sample of 301 domestic tourists.
This research had important theoretical implications. The findings enriched the festival literature in several ways. First, the research focused on large-scale festival, which had seldom been addressed. Second, the research developed a more comprehensive model of attendee revisiting intention than any previous research.
Besides theoretical implications, the findings provided several managerial implications for festival managers. Festival managers must strive to build revisiting intention in attendees, because attendee revisiting intention is recognized as a major factor to succeed. As the findings suggested that satisfaction were significant predictors of revisiting intention, the managers can conduct their festivals in a way which the festivals deliver superior value to attendees, satisfy their needs and wants, and gain their revisiting intention. Satisfaction can be enhanced by providing various products to meet the expectations and needs of a wide variety of attendees. Offering satisfactory experiences is another way to strengthen the relationships with attendees. To do so, the findings suggested that festival managers can focus their resources on enhancing perceived quality.
As with any research, the current research had several limitations which must be noted. First, the research was limited to one country of one region. Second, the research was limited to a small-scale and one type of festival. Third, the research focused on domestic tourists. Hence, the findings may not be applied to festivals in other regions, of different scales, and of different types. Therefore, future research should be conducted in other regions, scales, and types and focus on international tourists. Fourth, convenience sampling method was used to collect the data. Since a convenience sample does not represent the entire population, a correct sampling method should be used in future research. Fifth, although this research proposed a comprehensive model examining the relationships among festival quality, satisfaction, and revisiting intention, the research ignored some other constructs. Therefore, future research is encouraged to include the other predictors of attendee revisiting intention in the model. Sixth, the indirect effects of the construct were not examined.
